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Abstract 
 
This dissertation focuses on the “London Is Open” campaign, launched by the 
Mayor of London, shortly after the United Kingdom European Union membership 
referendum that was held on 23 June 2016. It provides a thorough review of the 
destination image and crisis related literature, covering the following notions; 
definition and theoretical approach of destination image, destination image-related 
crisis and the role of social media and digital storytelling. The campaign is 
represented online by the hashtag #LondonIsOpen, achieving significant levels of 
popularity among the users of social media.  
The objective of this study is to analyze the evolution of #LondonIsOpen 
hashtag from June 2016 to September 2017, discover the various topics associated 
with it and measure its perception among the users of Twitter. More specifically, the 
time period of the research is divided into four quarters and through the use of 
sentiment analysis, the study measures and attaches public affect to fifteen (15) 
original topics that are directly associated with the hashtag #LondonIsOpen, based 
on a sample size of 1002 tweets, with 95% confidence level and a margin of error of 
3.1%. Then, the sentiment of each tweet is ranked on a 5-point Likert scale ranging 
from 1 to 5 (1-strongly negative, 2-negative, 3-moderate, 4-positive, 5-strongly 
positive) and, after the necessary statistical analysis, cumulative sentiment 
percentages as well as an average (mean) sentiment ranking is calculated for each 
topic, for each one of the quarters as well as for the overall 16-month period.  
The results showed that the online campaign has been remarkably successful 
regarding the perception of itself among the users, as well as topics such as cultural 
diversity, cultural events, business, tourism and underground art. Moderate levels of 
affect were observed for subjects such as immigration and terrorism and negative 
average sentiment was linked with topics such as transportation, crime and local 
community issues. The deduced conclusions show that the online presence of the 
campaign reinforced the destination image of London, helped to the direction of 
attracting even more tourists and businesses but also, that major improvements 
must be applied in order to achieve the optimum use of #LondonIsOpen hashtag. 
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1. Introduction 
 
The unstable and rapidly changing conditions in the political, economic and 
social life of our world during the last two decades have forced more and more 
destinations to establish and operate proactive as well as reactive actions in order tο 
successfully address any kind of potential crisis. The protection and growth of 
destination image has been a strategic objective for many of them. The two major 
destination crisis categories are the following; the natural ones, such as hurricanes, 
earthquakes and climate change; and those imposed by humanity, such as political 
and economic unrest, terrorism attacks, wars and racism. Natural crises are not a 
new challenge for tourism stakeholders, as they are known to the mankind since the 
early years of human presence. The second category has emerged and severely 
evolved during our age. Beginning with the terrorist attacks on New York City and 
Washington on September 11 2001, followed just over a year later by the murder of 
almost 200 tourists in Bali and a rash of attacks against tourists in many parts of the 
world have symbolized an unfortunate association between tourism and political 
crisis in very recent times. Continuing with 7 July 2005 coordinated terrorist suicide 
bomb attacks in London and the Greek sovereign debt crisis which began in 2009, 
followed by several other dire worldwide incidents, it can be easily noticed that 
crises incited by the human factor are a serious and ongoing worldwide challenge. 
One of the most recent examples, the United Kingdom’s withdrawal from the 
European Union –widely known as Brexit- as a result from the European Union 
membership referendum that was held on 23 June 2016 has caused several 
reactions, measures and concern among not only British citizens but also 
international organizations, governments and public opinion. The 51.89% of the 
electorate had voted to leave the European Union and 48.11% had opted to remain. 
It is widely reported by the media that the major argument of the supporters of 
Brexit was the UK being able to better control the flow of immigrants and their 
national sovereignty, while the supporters of the European perspective refuted this 
by emphasizing that in a world with many supranational organizations any loss of 
sovereignty was compensated by the benefits of EU membership. Soon after the 
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result of the referendum, the mayor of London, Sadiq Khan, in association with 
London and Partners, the official destination marketing organization (DMO) of the 
city, decided to launch a promotional campaign, named London Is Open and spread 
it to the social media with the hashtag #LondonIsOpen. The purpose was to show 
that London is united, open for business and safe while reassuring the more than 
one million foreign nationals who live in London and all those who visit London that 
any form of discrimination or racism incident will not be tolerated. 
Although the British and international news media agencies were intensifying 
the public opinion’s unrest it was recorded that the international and domestic 
visitors to London had been stabilized for year 2016, being much alike with the 2015 
statistics. This fact was enough to appease the city’s officials and tourism 
stakeholders as an initial response to the crisis, but was not quite enough for 
reassuring the success of the strategic objective of the city to establish its tourism 
growth. This could be achieved only through sustaining and measuring the 
performance of London Is Open campaign over time as well as several other 
marketing action plans and attractive events. By that way, London would succeed to 
overcome Brexit and build a long-term reciprocal relationship with its visitors. 
The terms of destination image and crisis are not new to the tourism 
literature. Destination image as a factor that influences tourist decisions has been 
known since the decade of 1970. Its multidimensional nature (objects, subjects and 
attributes) has been studied more in depth since 2000 in correlation with the 
importance of affect as a crucial destination image component. More specifically, 
destination image attributes have been widely categorized into cognitive, affective, 
and conative components (Baloglu and Brinberg 1997; Kaplanidou and Vogt 2007; 
Lopes 2011; Moon et al. 2011; Russell, Ward, and Pratt 1981). A common agreement 
among the various studies is that the affective components of destination image are 
formed as a function of the cognitive components, thus, affective evaluation 
depends on cognitive assessment (Baloglu and McCleary 1999). Historical problems, 
such as natural disasters unemployment, racism, crime, terrorist attacks, and severe 
political and economic unrest often lead to destination image-related crises. During 
that particular period, images can be influenced and potentially damaged, thus, 
preventing the destination from further development and achievement of its 
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tourism goals. Among the three distinct image-related types of crisis -immediate 
crises, emerging crises and sustained crises- this dissertation focuses on the latter 
one, the sustained type, as Brexit runs over a significant time period and examines 
the affective attributes of the destination as perceived by online international users 
of Twitter. 
It is generally admitted, that, during the last years, especially since the burst 
of social media platforms, destination crisis management has also been an important 
online issue. The emergence of such media has changed the consumer’s role in 
storytelling from that of a passive listener to a more active participant (Singh & 
Sonnenburg, 2012). Nowadays, crisis management is viewed as an expanded social 
system where information and actions are disseminated within and between official 
and social media channels and stakeholders. Researchers so far have used sentiment 
analysis to capture attitudes expressed in online conversations and complement or 
replace conventional destination image studies (Dickinger, Költringer, & Körbitz, 
2011). The unconditional sharing of digital information between users themselves as 
well as between users and official organizations (DMOs, World Tourism 
Organization, governments, news agencies, statistic agencies) can impact the 
traveler’s image of a destination and serve as platform to communicate perceptions. 
Taking advantage of this notion, this dissertation examines the online destination 
sentiment for London, through the use of #LondonIsOpen hashtag, as it is expressed 
spontaneously by the users of Twitter platform. The objective of this dissertation is 
to analyze the evolution of #LondonIsOpen hashtag from June 2016 to September 
2017, discover the various topics associated with it and measure its perception 
among the users of Twitter. 
For this purpose, this study uses a qualitative research method, called 
content analysis. More specifically, through the use of sentiment analysis, which is 
defined as the use of natural language processing, text analysis, computational 
linguistics, and biometrics to systematically identify, extract, quantify, and study 
affective states and subjective information, it attempts to measure and attach public 
affect to fifteen (15) original topics (general, cultural diversity, cultural events, 
underground art, business, immigration, tourism, safety, transportation, education, 
local community issues, environmental issues, crime, terrorism and nightlife) that 
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are directly associated with the hashtag #LondonIsOpen. The sample size of the 
research (1002 tweets, with 95% confidence level and a margin of error of 3.1%) was 
determined by using an online sample size calculator and the overall time period of 
the study was divided into four quarters (June 2016 to September 2016, October 
2016 to January 2017, February 2017 to May 2017 and June 2017 to September 
2017) in order to facilitate the observation of the sentimental evolution of each 
associated topic. Then, the sentiment of each tweet was ranked on a 5-point Likert 
scale ranging from 1 to 5 (1-strongly negative, 2-negative, 3-moderate, 4-positive, 5-
strongly positive) and, after the necessary statistical analysis, cumulative sentiment 
percentages as well as an average (mean) sentiment ranking were calculated for 
each topic, for each one of the quarters as well as for the overall 16-month period. 
In the next chapter, a comprehensive analysis of the related literature is 
presented, covering the following notions; definition and theoretical approach of 
destination image, destination image-related crisis and the role of social media and 
digital storytelling. Chapter 3 presents the case of the study in detail, that is, the 
city’s response to the potential crisis after the European Union membership 
referendum, the introduction of “London Is Open” campaign by the mayor of the city 
as well as useful facts and figures. Chapter 4 provides a thorough analysis of the 
research methodology and discusses the problems and deadlocks encountered and 
finally overcome. Chapter 5 displays and discusses analytically the findings of the 
research as well several meaningful considerations and observations. Lastly, in 
Chapter 6, the conclusions of the study are extensively presented and discussed and 
relative recommendations are made towards the city’s authorities for the optimum 
further use of the campaign. 
Taking all the above into consideration, the deduced conclusions of this study 
provide a precise and concrete picture of the campaign’s online perception and 
usage and can become a useful tool for London’s marketing, tourism and political 
authorities. Furthermore, it can become a point of reference to the related literature 
for any future relevant study, as it is one of the first academic reports regarding the 
online sentiment of “London Is Open” campaign. 
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2. Literature Review 
 
2.1 Definition and theoretical approach of destination image 
 
The concept of destination image first appeared at the 1970s. Hunt (1975) 
was the first who largely defined destination image as a factor that influences tourist 
decisions. Most definitions have been vague and often used in different contexts 
(e.g., referring to individuals or DMOs) (Pike 2002). Kotler and Gertner (2002, p. 249-
61) define destination image as “the sum of beliefs and impressions people hold 
about places” following Kotler’s earlier definition of it as the sum of ideas, beliefs, 
perceptions, feelings and general information the members of a society hold 
regarding a specific place (Kotler, Hauder, and Rein 1993). Destination image is an 
individualistic concept, not always consistent throughout different people or 
societies, as it depends on individual needs, cognition, traveling experience, or 
motivational powers (Della Corte and Micera 2007). According to Anholt (2010), 
destination images are based on normative events about countries, largely being 
networks of associations, which, by the time they are evident to individuals, lead to 
inferences about places such as cities, regions, and countries (Govers 2011). 
Gallarza, Saura, and García (2002) argue that destination image is 
multidimensional, building on Mazanec’s (1994) statements that destination images’ 
three dimensions are objects (countries, cities, or islands), subjects (people), and 
attributes. More specifically, destination image attributes have been widely 
categorized into cognitive, affective, and conative components (Baloglu and Brinberg 
1997; Kaplanidou and Vogt 2007; Lopes 2011; Moon et al. 2011; Russell, Ward, and 
Pratt 1981). Cognitive components of the destination image include everything that 
is known about, or believed to be true about a destination. Cognition might be 
organic or induced (Gunn 1988). Affect, on the other hand, represents personal 
feelings of a person about an object. Finally, conation (conative component) 
represents intent of a person to visit a destination in a given period of time. Out of 
the three components, Baloglu and McCleary (1999) have empirically shown that it is 
the cognitive and affective evaluations that directly influence the overall destination 
image. Similarly, Lopes (2011) points out the importance of two components -
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cognitive and affective- saying that overall image is a combination of those two 
factors under influence of other variables, like previous traveling experience and 
sociodemographic characteristics. A common agreement among authors is that the 
affective components of destination image are formed as a function of the cognitive 
components (Anand, Holbrook, and Stephens 1988; Gartner 1993; Reibstein, 
Lovelock, and Dobson 1980; Russell and Pratt 1980; Stern and Krakover 1993). 
Therefore, affective evaluation depends on cognitive assessment (Baloglu and 
McCleary 1999). 
The particular importance of affect as a destination image component has 
been pointed out by the vast majority of researchers, based on the fact that 
emotions have a greater impact on individual behavior than the cognitive 
component (Agapito, Oom do Valle, and da Costa Mendes 2013; Kim and Yoon 2003; 
Russell and Snodgrass 1987). The affective qualities of destination image are usually 
characterized as arousing-sleepy, exciting-gloomy, pleasant-unpleasant, and 
relaxing-distressing (Russell, Ward, and Pratt 1981). Agapito, Oom do Valle, and da 
Costa Mendes (2013) claim that visitors who  associate positive feelings, such as 
pleasure, to a destination, are more willing to react positively to this destination. 
On the other hand, the cognitive attribute refers to the appraisal of physical 
features of environments. Tuan (1975) noted that an image of environment or place 
is something formed in the human mind in absence of physical environment. After 
an extensive literature review of image in geography, Burgess (1978) concluded that 
most studies emphasized the physical qualities of places where, there is indeed an 
interaction between physical qualities of places and the meanings (affectivities) they 
acquire. Consequently, both cognitive and affective attributes of a destination’s 
image are bonded together to influence travelers’ perceptions. 
The situation of a destination image (positive, overly attractive, negative, 
mixed, contradictory or weak) is known to be an important factor influencing 
people’s decision making process (Echtner and Ritchie 2003; Jenkins 1999). Kotler 
and Gertner (2002) claim that associations with a country may add or subtract the 
perceived value of a product, influencing tourists’ decision to visit the destination. In 
the case of negative events associations, Govers (2011) argues that negative 
destination images are formed, even if the events are not directly tourism-related, 
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and it becomes very difficult for a particular place to attract visitors. Political riots, 
AIDS, civil right violations, and other issues that are widely discussed in the world are 
often strongly associated with destination image, as well as the media, which play a 
vital role in image formation (Avraham 2004). Several studies have argued that 
especially the media, such as TV shows, online news agencies and lifestyle websites 
have a significant influence on destination image (Gkritzali, Lampel, and Wiertz 2016; 
Govers 2011) as well as online travel forums (TripAdvisor) and social media platforms 
(Facebook, Twitter, Instagram, Pinterest). 
 
2.2 Destination image-related crisis 
 
Historical problems, such as unemployment, crime, racism, political and 
economic unrest, terrorist attacks and natural disasters can lead to negative 
destination images and destination image-related crises, mainly due to the tendency 
of national and international media to focus on negative news events. As 
destinations receive more media attention during crisis times, images are influenced 
-and potentially damaged- in a relatively small period of time, and tourists refrain 
from (re)visiting, making the crisis even more severe (Avraham 2004). Hence, it is 
critical to examine the notion of destination crisis. The aftermath of the terrorist 
attacks on New York City and Washington on September 11 2001, when worldwide 
media coverage presented them as a potential beginning of a new world war, 
followed by 7 July 2005 coordinated terrorist suicide bomb attacks in London, which 
triggered insecurity and destruction conversations among the British media, 
continued with the Greek sovereign debt crisis in 2009 and the most up-to-date 
affair, Brexit, are the most characteristic examples of the domination of media over 
the thoughts, perceptions and decisions of the population. As a result, according to 
the social science theory called “crowd psychology”, apprehension and prejudice 
prevent travelers from visiting those particular destinations, a fact that aggravates 
the destination crisis even more. 
A number of authors have attempted to define a crisis to help improve their 
understanding of this phenomenon. Pauchant and Mitroff (1992:15) believe that a 
crisis is a “disruption that physically affects a system as a whole and threatens its 
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basic assumptions, its subjective sense of self, its existential core.” Selbst (1978 in 
Faulkner, 2001:136) defines a crisis as “any action or failure to act that interferes 
with an organisation’s ongoing functions, the acceptable attainment of its objectives, 
its viability or survival, or that has a detrimental personal effect as perceived by the 
majority of its employees, clients or constituents.” Selbst focus on perceptions 
implies that if an organisation’s publics or stakeholders perceive a crisis, a real crisis 
could evolve from this misconception, illustrating that perception management is a 
key activity in managing crises. 
Destination image-related crises have been distinguished in three distinct 
types (Avraham and Ketter 2006; Parsons 1996; Ritchie 2004): (a) immediate crises, 
which occur with little or no warning, as for example, the 9/11 terrorist attack; (b) 
emerging crises, which slowly evolve and can be stopped, as for example, the Ebola 
epidemic disease; and (c) sustained crises, which may last for several weeks, months, 
or years, such as the Greek economic recession and Brexit. The types of image-
related crises are based on the significance of crisis duration as part of an issue-
attention cycle, meaning that in order for the events to constitute a crisis, the major 
stakeholders need to be aware of them, and they also need to occur in a certain part 
of the socioeconomic system (Hall 2010). Coombs (1999) notes that all crises are 
different and crisis managers need to tailor responses to individual crises rather than 
try to plan for every individual situation. In addition crises are indefinite, numerous, 
unexpected and unpredictable (Parsons, 1996; Williams et al., 1998). Authors such as 
Kash and Darling (1998) believe that although crisis management is a requirement 
for organisations, and although business leaders recognise this, many do not 
undertake productive steps to address crisis situations. 
Other crisis management research has focused on the stages of crises to 
assist in understanding crisis phenomenon and assist in proactive and strategic 
management of crises. Fink (1986) and Roberts (1994) both developed slightly 
different models to explain the lifecycle of crises. Faulkner (2001) developed the first 
tourism specific disaster management framework, which was later applied to the 
Katherine floods in Australia. 
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Table 1: The Crisis Lifecycle. Source: Tourism Management, 22 (2), Faulkner, B., Towards a framework 
for tourism disaster management, page 140 
 
Although understanding the nature of crises is important, understanding how 
to manage crises is more critical. In particular, managing communication and 
perceptions through a crisis communication strategy can limit the negative media 
coverage and manage perceptions both during a crisis or disaster and at the 
recovery/resolution stage. Crisis communication and marketing is important to 
provide information to key publics and to help tourism destinations limit the impact 
of a crisis as well as help them recover from incidents by safeguarding the 
destination image and reputation which is of immense value to tourism destinations. 
The development of crisis communication and marketing strategies by stakeholders 
such as the destination marketing organisations (DMOs) is therefore a critical 
competency. 
Crisis management literature emphasises the need to have a detailed 
communication strategy as the media can encourage the flow and the intensity of a 
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crisis or even turn an incident into a crisis (Keown-McMullan, 1997). Barton (1994) 
believes that a strategic crisis plan can help limit the damage from a crisis and allow 
an organisation to concentrate on dealing with the crisis at hand. Marra (1998:461) 
notes that poor communication strategies can often make the crisis worse as a 
deluge of questions is often asked from a wide range of stakeholders including 
reporters, employees, stockholders, government officials and public residents. The 
initial response is important and Table 2 illustrates five main considerations for 
responding to crises. 
 
 
Table 2: Five point crisis communication plan. Source: Adapted after Berry (1999) and Coombs 
(1999:114) 
 
Crisis communication is mainly concerned with providing correct and 
consistent information to the public and enhancing the image of the organisation or 
industry sector faced with a crisis. An emphasis on communication and public 
relations is required to limit harm to an organisation in an emergency that could 
ultimately create irreparable damage. Co-operation with the media is considered 
vital because the media provides information to the public (Berry, 1999), illustrating 
the need to keep the media briefed frequently so misinformation is reduced. Regular 
two-way communication is the best way of developing a favourable relationship with 
publics (Coombs, 1999:134). Consistency of response is also noted as a key element 
in crisis communication. The ability to provide a consistent message to all 
stakeholders will build credibility and preserve the image of an organisation instead 
of tarnishing reputations through providing inconsistent messages (Coombs, 1999). 
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Barton (1994) believes that many issues are overlooked by crisis managers regarding 
crisis communication, namely to focus on identifying the audience, developing goals 
for communicating effectively and creating strong positive messages. Marketing and 
advertising is also noted as an important part of crisis communication, especially 
during the long term recovery stage of a crisis or disaster. As Heath (1998:26) notes 
“crisis management is as much about dealing with human perceptions about the 
crisis as it is about physically resolving the crisis situation.” 
Crises occur at all levels of tourism operations with varying degrees of 
severity, from much publicised environmental economic and political disasters 
through to internally generated crisis such as accidents and sudden illness. This fact 
makes it clear that crises place a significant negative impact upon destination image, 
especially when they are assisted by dramatic public rumours. Henderson (1999:108) 
states that “Destination Marketing Organisations with their responsibility for general 
destination marketing, research and development have an important role to play in 
the process of travel and tourism crisis management, representing and acting on 
behalf of the industry as a whole. Sonmez et al. (1999) noted the importance for 
marketers to have a prepared crisis communication and marketing plan, as the cost 
of this will be far less than the costs associated with a downturn in visitor confidence 
and visitation due to a slow response. Furthermore, Sonmez et al. (1999) suggest 
several ways to improve crisis communication for tourism crisis management. 
Indicatively, the preparation of a task force involving the private and public sector 
including a PR team, a recovery marketing team, an information coordination team 
and a fund raising team. 
 
2.3 The role of social media and digital storytelling 
 
During the last years, especially since the burst of social media platforms, 
forums and blogs, destination crisis management has also been an important online 
issue. The emergence of such media has changed the consumer’s role in storytelling 
from that of a passive listener to a more active participant (Singh & Sonnenburg, 
2012). Digital information sources provide relevant image formation and thus, 
potentially impact travelers' image and serve as platforms to communicate 
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perceptions. Analytically, the Internet and the social media overcome the temporal, 
geographical, retrieval and distribution constraints during a crisis. Information about 
crisis can be disseminated in a timely, international, and accurate way by using social 
media. Indeed, in cases where crises events are spatially diffused (e.g., hurricanes, 
earthquakes, virus infections) and protracted (e.g., wildfires), social media can help 
in collecting and disseminating localized, timely, and continuously updated 
information from multiple eye witnesses (Sigala, 2011). In other words, social media 
allows real time interactivity and reciprocity between those providing crisis 
information and those seeking it in order to gain a complete and updated picture of 
the crisis effects and so, take more immediate and make more appropriate decisions 
and actions to respond. In considering the omnipresent nature of social media (e.g., 
through smart phones, tablets, etc.), it also allows new ways for people and 
organizations to interact, both within and outside the spatial bounds of the crisis 
event for communicating decisions during a crisis and collecting feedback from the 
public. 
Certain types of crises require the contribution by and coordination of 
different stakeholders and/or volunteered action and resources, and so, the mass 
collaboration and networking capabilities of social media can substantially support 
such crisis management practices. Social media can enable people to overcome the 
geographical boundaries of crises, to participate in citizenry-led actions, and 
coordinate their tasks in crisis management. For example, virtual communities 
enable people to initiate collective actions, enable and coordinate the participation 
of several stakeholders, and collect (donated or volunteered) resources and 
information for crisis management (Palen et al., 2007; Palen, Vieweg, Liu, & Hughes, 
2009; Palen & Liu, 2007). Therefore, it can be argued that social media facilitate and 
support social actions for crisis management to anyone, irrespective of their location 
and time zone, as well as the crisis conditions which may inhibit someone’s 
contribution. In this vein, the role of social media in creating and nurturing a 
participatory international culture and its social values in crisis management is 
enormous (Sigala, 2011). 
What is more, the role and appropriateness of social media in crisis 
management are not restricted to their mass and interactive scale of information, 
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communication, and collaboration capabilities. Social media have also moved 
patterns of crisis communication from the ephemeral to the traceable (Farnham, 
Pedersen, & Kirkpatrick, 2006). As a result, the user-generated content created 
around a crisis represents a database of collective memory (Liu, 2009) that can be 
considered as social heritage that can be searched, explored, and used for 
investigating how society and cultures interpret, respond, and/or can learn from 
crises and their management. A characteristic example is the use of hashtags on 
Twitter, which enables such actions and archival research. This dissertation will focus 
exactly on this trait in order to examine the public sentimental evolution of 
#Londonisopen campaign. 
 
 
Table 3: Examples of Social Media for External Crisis Communication Management. Source: Social 
Media and Crisis Management in Tourism: Applications and Implications for Research, M. Sigala, 
2011. 
 
The recovery process of online destination sentiment, or in other words, the 
identification of how long it takes for individual attitudes to turn favourable again 
after a sustained destination crisis, has been an ongoing matter of research. When it 
comes to destinations, researchers so far have used sentiment analysis to capture 
attitudes expressed in online conversations and complement or replace conventional 
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destination image studies (Dickinger, Költringer, & Körbitz, 2011). The analysis of 
publicly available online conversations is regarded as a more cost-effective and 
scalable approach (Dickinger et al., 2011), allowing real time collection and analysis 
of thousands of data, unlike conventional destination image studies. 
Overall, social media has contributed to the cultivation of a participatory 
crisis culture that facilitates through traditional and new forms of “crisis” (mass or 
individual) behavior, a collective memory/heritage and sense-making of crises. In 
addition, active participation and engagement in crisis management activities 
through grassroots initiatives, wide scale interaction, and “citizen journalism” are 
challenging the boundaries and distinction between informal and formal crisis 
management activities (Palen & Liu, 2007; Palen et al., 2007). As a result, a new area 
of research has emerged titled “crisis informatics” (Hagar, 2006) in order to address 
an increasing number of considerations that need to be incorporated into both the 
scholarly and the practical approaches to crisis management. Crisis Informatics 
extends consideration of crisis management to include not only official responders 
but citizens. Hence, using a crisis informatics approach, crisis management is viewed 
as an expanded social system where information and actions are disseminated 
within and between official and social media channels and stakeholders. Crisis 
Informatics describes and studies this crisis management open social system that is 
dynamically changing and affected by the citizen-side information generation and 
dissemination activities that are increasingly playing a critical role in all stages of 
crisis management (e.g., preparation, warning, response and recovery (Palen & Liu, 
2007). 
The current dissertation looks at destination image of London as a collective 
concept and explores its evolution, through the use of #Londonisopen hashtag, from 
June 2016 to September 2017 within the frame of a sustained and ongoing political, 
social and economic crisis. In this sense, the focus of this study is not individual 
perceptions in relation to a specific destination visit and personal experience, but 
rather the collective perceptions of the Twitter international community –which is 
composed of very diverse members- and how these evolve and change within the 
examined timeframe. 
  
15 
 
3. The case 
 
3.1 London and Brexit: The city’s response to the potential crisis after the European 
Union membership referendum 
 
The United Kingdom European Union membership referendum, also known 
as the EU referendum, took place in the United Kingdom and Gibraltar on 23 June 
2016. Membership of the European Union has been a topic of debate in the United 
Kingdom since the country joined the European Economic Community (the Common 
Market), as it was known then, in 1973. Supporters of the British withdrawal from 
the European Union –commonly referred to as Brexit- argued that the EU has a 
democratic deficit and that being a member undermined national sovereignty. 
Furthermore, they underpinned the significance of the UK being able to better 
control immigration, thus reducing pressure on public services, housing and jobs; 
save a notable amount of money in EU membership fees; allow the UK to make its 
own trade deals as well as free the UK from EU regulations and bureaucracy that 
they saw as needless and costly. On the other hand, supporters of the European 
perspective argued that in a world with many supranational organisations any loss of 
sovereignty was compensated by the benefits of EU membership. Their effort 
focused on convincing the public opinion that leaving the EU would risk the UK's 
prosperity; diminish its influence over world affairs; jeopardise national security by 
reducing access to common European criminal databases and result in trade barriers 
between the UK and the EU as well as it would lead to job losses, delays in 
investment into the UK and risks to business. 
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Picture 1: Vote Remain and Vote Leave posters for the European Union membership referendum. 
Source: BBC news 
 
When all votes had been counted, 51.89% of the electorate had voted to 
leave the European Union and 48.11% had opted to remain. Leave won the vote in 
the United Kingdom by 3.8 percentage votes but its lead was even more striking in 
England, where it extended to nearly 7 points. Leave also won the popular vote in 
Wales, securing 52.5%. The only areas where the Leave vote failed to surpass 50% 
were Scotland, Northern Ireland and London. More specifically, in the Greater 
London area, among its 5,424,768 electorate, 2,263,519 people voted Remain 
(59.93%) while 1,513,232 (40.07%) voted Leave with the voter turnout being at the 
level of 69.7%. This was the second highest percentage of Remain in the whole 
United Kingdom, a fact that indicates the extroverted character of the city’s 
residents. 
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Picture 2: United Kingdom map showing the official referendum results. Source: BBC News 
 
 The overall result sent shockwaves around the world, wiping more than 3 
trillion dollars off the value of financial markets in only a few days and prompting 
eurosceptic parties in at least seven other Member States to demand similar ‘British-
style’ referendums. It also revealed a society which had, on the issues of EU 
membership and immigration, become divided by social class, generation and 
geography. A big uncertainty (with possible rating downgrades) in case of a Brexit 
could damage the general investment climate in the UK. This uncertainty concerns 
not only the possibly substantial negative economic impact but also the uncertain 
future for institutional arrangements with important trading partners. The United 
Kingdom’s news media coverage was aggravating the situation rapidly, as the 
negative effects discussion was being broadcasted on a daily basis after the 
referendum. One of the most salient apprehensions was that leaving would mean 
that the country would lose free access to the Internal Market of the EU if no other 
agreements were concluded. The four freedoms of the Internal Market would be 
restricted for this country, thus, free movement of goods, free movement of 
services, free movement of capital and free movement of people would be 
threatened immediately. Overall, a Brexit would indeed resemble a potentially 
dangerous leap in the dark. 
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Figure 1: EU referendum votes by region. Source: getsurrey.co.uk, Date Accessed: 16/9/2017 
 
Taking everything into consideration, the mayor of London, Sadiq Khan, in 
association with London and Partners, the city’s DMO, took the decision to launch a 
major campaign to show that London is united and open for business following the 
EU referendum. Presented to the public on 18 July 2016, the campaign named 
London Is Open shows the world that London remains entrepreneurial, international 
and full of creativity and possibility, while reassuring the more than one million 
foreign nationals who live in London that they will always be welcome, and that any 
form of discrimination will not be tolerated. The mayor urges all Londoners, 
organisations and businesses to show their support for the #LondonIsOpen message 
via social media and other creative ways. Quoting Sadiq Khan, “We don’t simply 
tolerate each other’s differences, we celebrate them. Many people from all over the 
globe live and work here, contributing to every aspect of life in our city. We now 
need to make sure that people across London, and the globe, hear that 
#LondonIsOpen. I urge everyone to get involved with this simple but powerful 
campaign to send a positive message to the world.” Sadiq also made a call out to 
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creatives to join the #LondonIsOpen movement, spreading the message that London 
is open for business, for people, for ideas. This was an 'open source' invitation for 
designs to be shared across social platforms and different media. Several leading 
international artists from all nationalities were invited to interpret #LondonIsOpen. 
Working with Transport for London’s art commissioning programme, Art on the 
Underground, this series of artworks appeared all across the transport network 
(Picture 3). 
 
 
Picture 3: #LondonIsOpen campaign posters and photo stories from related events. Source: London 
and Partners 
 
The immediate response of London’s public authorities to the potential crisis 
consequences after the EU referendum had a great reflection on the city’s everyday 
life as well as its socioeconomic and tourism sector. The campaign helped change the 
narrative around the referendum by providing a positive voice for London. In terms 
of tourism, this was depicted at the stabilization of the number of international 
visitors and their annual total spend in the city (Figure 2). Despite the pessimistic 
projections, 2016 was as much successful as 2015 and this was a significant 
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psychological -mainly- support for all the tourism stakeholders. Domestic travel data 
from Visit England also revealed that 2016 was much alike the previous year, in 
terms of visitation from UK residents. During the year of 2015, the UK resident 
visitors of London were 12.9 million while in 2016 there was a little drop to 12.1 
million. It can be argued that the public tourism response to the extended media 
apprehension for terrible effects following the Brexit decision was more than 
encouraging for the city’s officials. The spontaneous decision to run a sedative 
campaign for both residents of UK and international citizens seemed to be effective 
and efficient for the initial short-time respond of the destination to the crisis. This 
trend appears to have continued into 2017 with separate data from Forward Keys, a 
company that records overseas travel agent bookings to London, suggesting a 10 per 
cent increase in overseas travelers coming to London in the first six months of the 
year. However, these indicators are not enough for reassuring the success of London 
and Partners’ strategic objective to establish the destination’s tourism growth for 
the next decade. London Is Open campaign, after its initial success and effectiveness, 
has been decided to be further implemented in order to become a long-term asset 
for the city’s tourism authorities. This endeavor, as it is commonly agreed by the 
various tourism stakeholders of London, can assist the city to overcome Brexit as 
soon as possible as well as to build a strong reciprocal relationship with its visitors. 
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Figure 2: Total international visitors and annual total spend in London from 2007 to 2016. Source: 
data.london.gov.uk, Date accessed: 21/9/2917 
 
 Soon after the initial response to Brexit, the city’s officials decided to further 
use the campaign for the confrontation of terrorism. London, especially since the 
terrible events of 7th July 2005 when a series of four coordinated suicide attacks 
occurred in central London along with the explosion of three bombs on underground 
trains which resulted in 52 deaths and over 700 injuries, had been targeted by the 
Islamic State of Iraq and Syria (ISIS) and there was a growing concern among the 
citizens for potential new attacks. Those fears were utterly verified during 2016 and 
2017, with several terrorism incidents taking place in various areas of Greater 
London (Table 4). The use of London Is Open campaign was crucial for tempering the 
public opinion. At the time a new incident occurred, several strategically placed 
banners around the city, LED signs, television and other media (in contrast to their 
news coverage which tended to severely intensify insecurity) were set to 
communicate the message that London’s open society would not tolerate and accept 
such actions. 
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List of terrorism incidents in London during 2016 and 2017 
20 October 2016 The police conducted a controlled explosion on an improvised 
explosive device at North Greenwich after a passenger spotted 
an unattended bag filled with "wires and an alarm clock" 
aboard a Jubilee line train. It was later revealed that the 
bomber had "an interest in Islam". 
22 March 2017 At around 14:40 GMT, Briton Khalid Masood, drove a car into 
pedestrians on Westminster Bridge before crashing the car into 
the perimeter fence of the British Parliament in Westminster 
London. Masood then exited the vehicle and stabbed a police 
officer before being shot dead by police. About 40 people were 
injured and there were six deaths (including the police officer 
and Masood). 
3 June 2017 A van with 3 attackers inside was driven into pedestrians on 
London Bridge at 21:58 GMT. After exiting the vehicle, the 
attackers stabbed people in pubs and restaurants in nearby 
Borough Market before being shot dead by police at 22:16. 
Eleven people were killed, including the three attackers and 48 
people were injured. 
19 June 2017 A van was driven into people walking near Finsbury Park 
Mosque in London after tarawih prayers. There were eleven 
injuries and one person died, although whether this victim died 
from the attack is unclear. The police declared the incident a 
terrorist attack. 
15 September 
2017 
A homemade bomb partially detonated on a tube train in 
Parsons Green station at 08:20 (local time). Twenty-two were 
injured, including eighteen who were hospitalised. 
Table 4: The list of terrorism incidents in London during 2016 and 2017. Source: BBC News 
 
Towards the direction of achieving its highest possible impact, London Is 
Open campaign has also established a very strong and appealing online presence. 
Social media users have used the hashtag #LondonIsOpen to associate various 
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incidents, opinions, feelings, travel intentions, festivities, political as well as 
economic trends with the city and its campaign. Indicatively, the total posts on 
Twitter containing #LondonIsOpen hashtag have already surpassed the number of 1 
million. However, the volume and the kind of sentiment attached to these posts 
remains unknown. This dissertation, through the web content mining procedure, will 
examine the evolution of the campaign in terms of sentimental perception by the 
users of Twitter, beginning from June 2016 until September 2017. 
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4. Methodology 
 
The objective of this dissertation is to analyze the evolution of 
#LondonIsOpen hashtag from June 2016 to September 2017, discover the various 
topics associated with it and measure its perception among the users of Twitter 
through the use of sentiment analysis, which is defined as the use of natural 
language processing, text analysis, computational linguistics, and biometrics to 
systematically identify, extract, quantify, and study affective states and subjective 
information. The research focuses on search results from the website of Twitter 
(www.twitter.com), so a qualitative method of research, called content analysis is 
the most appropriate technique in order to discover the desirable patterns. More in 
detail, when this kind of analysis is applied on search results from the World Wide 
Web, it takes the form of web content mining. Web content mining is defined as the 
application of data mining techniques in order to extract information from online 
sources that can be later on analyzed and interpreted. 
 During the early stages of the research, it was noticed that #LondonIsOpen 
hashtag has been widely used by Twitter users worldwide, a fact that raises the total 
number of the tweets to more than a million (a number that every day increases 
even more), so it was not be possible to gather, analyze and interpet them one by 
one. It was clear that an appropriate methodology should be applied in order to 
select the most representative, popular as well as unique and not spamming tweets. 
Therefore, it was decided that the research should use a sample size that 
corresponds to the population of the total tweets. The sample size was determined 
by using an online sample size calculator 
(https://www.surveysystem.com/sscalc.htm, [Date accessed: 19/11/2017]) and was 
found 998, with a confidence level at 95%, a population of 1 million (approximately) 
and a confidence interval (margin of error) of 3.1%. 
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Picture 4: Online sample size calculator. Source: www.surveysystem.com/sscalc.htm, [Date accessed: 
19/11/2017] 
 
The next major research decision was to separate the sample into equal 
intervals which could be later compared between each other. The study focuses on a 
time period of 16 months (June 2016 to September 2017), so it would be utterly 
helpful to separate this period into four time intervals; June 2016 to September 
2016, October 2016 to January 2017, February 2017 to May 2017 and June 2017 to 
September 2017. The approximate sample size of each time interval is 250 tweets, 
thus, the total sample would be 1000 tweets. By this tactic, the evolution of the 
#LondonIsOpen hashtag could be detected, analyzed and projected in a quite more 
effective way. 
When the procedure of gathering the tweets began, it was initially attempted 
to use a qualitative analysis software that could automatically select the most 
appropriate tweets and provide an early insight at the topic. Soon after this software 
was chosen and began to implement the selection process, it was noticed that the 
results gathered were not distributed correctly and the search criteria were not met. 
The idea of using any special content analysis software was abandoned by then. It 
was later decided that the selection process would be made manually and the data 
would be processed and analyzed with the Excel software. 
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Picture 5: Twitter’s Advanced Search Tool (left) and search results for a specific time period (right). 
Source: www.twitter.com, [Date Accessed: 04/11/2017] 
 
The selection criteria of the tweets included in the sample had to be specific, 
applicable, accurate and respond to the objectives of the study. The effort to avoid 
repeated tweets and retweets was constant, as the sample should include unique 
tweets by real persons or organizations and not spammers (tweets from both 
favorable and unfavorable spammers were ignored). Another criterion was the 
appropriate language use in each tweet, meaning that abusive, slang or strongly 
offensive tweets were also ignored. Moreover, the selected tweets had to depict the 
personal or public view on one topic clearly, accurately as well as in a structured and 
understandable way. This criterion was highly significant, as the exact meaning of 
each tweet would determine its classification in the sentiment analysis later on. 
 By the previously described procedure, 246 unique tweets were gathered 
from June 2016 to September 2016, 253 tweets from October 2016 to January 2017, 
250 tweets from February 2017 to May 2017 and 253 tweets from June 2017 to 
September 2017. That was 1002 total tweets as a sample, which would be 
categorized on the topic discussed, analyzed on their sentiment and further statistic 
measures. 
 The tweets gathered from this research were initially categorized into fifteen 
(15) original topics (general, cultural diversity, cultural events, underground art, 
business, immigration, tourism, safety, transportation, education, local community 
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issues, environmental issues, crime, terrorism and nightlife). This categorization 
provides a more clear view on the way users associate #LondonIsOpen with various 
issues as well as utilizes a tool to easily and immediately compare the users’ 
perceptions on different subjects. 
 The sentiment analysis of the tweets was based on the meaning of the exact 
phrases used to describe a particular topic, event, issue or opinion. Since any 
software was not used for this procedure (which commonly work by analyzing 
keywords and attribute-based dictionaries) each tweet was carefully read and 
interpreted and its sentiment was ranked on a 5-point Likert scale ranging from 1 to 
5 (1-strongly negative, 2-negative, 3-moderate, 4-positive, 5-strongly positive). The 
most important advantage of ranking sentiment manually (in comparison to 
software) is that it provides the capability of detecting advanced correlation in the 
content and, thus, the tweet can be categorized in a more efficient way. So, each 
individual tweet was initially categorized into a topic, then was ranked on the 5-point 
Likert scale and later, after the necessary statistical analysis, an average (mean) 
sentiment ranking for each topic was calculated for each one of the quarters as well 
as for the overall 16-month period. By that way, comparisons on the average 
sentiment of each topic become feasible on different time periods (quarters) –for 
instance, average sentiment of the general campaign in the 1st quarter versus 
average sentiment of the general campaign in the 3rd quarter-. Moreover, 
differences over separate time periods are examined to shed light on the evolution 
of the sentiments. The results are presented and discussed in the following chapter. 
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Table 5: The fifteen topics into which the tweets were categorized and their average (mean) 
sentiment ranking for the total 16-month time period. Source: Author’s data analysis. 
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5. Findings and Discussion 
 
5.1 Data Overview 
 
The fact that user-generated content created around a crisis represents a 
database of collective memory (Liu, 2009) was the basic stimulus to use Twitter as a 
data source for this research. As stated previously, the data gathered in the present 
study include 1002 messages from Twitter that were used as a sample, posted 
between June 2016 and September 2017 from users worldwide. The data were 
divided into four time periods, June 2016 to September 2016, October 2016 to 
January 2017, February 2017 to May 2017 and June 2017 to September 2017. In 
detail, 246 unique tweets were gathered from June 2016 to September 2016, 253 
tweets from October 2016 to January 2017, 250 tweets from February 2017 to May 
2017 and 253 tweets from June 2017 to September 2017. Following Kotler and 
Gertner’s (2002, p. 249-61) definition of destination image as “the sum of beliefs and 
impressions people hold about places” as well as Gallarza, Saura, and García’s (2002) 
argument that destination image is multidimensional, the tweets were categorized 
into fifteen main topics (general, cultural diversity, cultural events, underground art, 
business, immigration, tourism, safety, transportation, education, local community 
issues, environmental issues, crime, terrorism and nightlife) and were ranked on a 
Likert scale from 1 (strongly negative) to 5 (strongly positive) in order to determine 
their sentiment. Based on Agapito, Oom do Valle, and da Costa Mendes’s (2013) 
claim that visitors who associate positive feelings, such as pleasure, to a destination, 
are more willing to react positively to this destination and vice versa, this research 
ranks the average sentiment per topic in order to determine the perception of 
‘London Is Open’ campaign on Twitter users. The total number of tweets per topic 
for the overall time period of the study as well as their average (mean) sentiment 
ranking are presented in Table 6. 
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Topic of the tweet Number mean 
general 297 4,02 
cultural diversity 134 4,23 
cultural events 115 4,49 
immigration 44 3,30 
business 87 4,11 
underground art 44 4,36 
transportation 69 2,28 
tourism 73 4,53 
education 18 4,11 
terrorism 35 3,09 
safety 14 2,79 
crime 20 1,55 
environmental issues 14 2,71 
local community issues 32 1,94 
nightlife 6 4,00 
Total tweets 1002 3,83 
Table 6: Total number of tweets per topic and their average (mean) sentiment ranking for the period 
June 2016 to September 2017. Source: Author’s data analysis. 
 
The data will be further analyzed and discussed for each of the separate four 
time intervals as well as for the overall time period of the study in the following 
subchapters. 
 
5.2 First quarter (June 2016 to September 2016) 
 
The data collection began from the 24th of June 2016, the day after the 
United Kingdom European Union membership referendum. More specifically, 62 
tweets were collected from June, 62 from July, 61 from August and 61 from 
September making up a total of 246 tweets. 
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Chart 1: Tweets per topic. Source: Author’s data analysis. 
 
As it can be noticed from the information presented on Chart 1, the vast 
majority of the tweets focused on the general campaign of #LondonIsOpen. Other 
popular topics associated with the hashtag include cultural diversity, cultural events 
and business. It is clear that the launch of ‘London Is Open’ campaign triggered the 
involvement of Twitter users around the world in the destination’s crisis 
management and changed their role from passive listeners to more active 
participants in digital storytelling (Singh & Sonnenburg, 2012). The message from the 
mayor of the city, Sadiq Khan, that the city remains open and diverse to business and 
visitors despite the result of the referendum, strongly inspired the online 
community. This is clearly depicted on the cumulative 72% of positive sentiment 
(positive and strongly positive values aggregated) attached to the tweets that 
referred to the campaign (see Chart 2). On the other hand, the cumulative 16% of 
negative sentiment is attributed to the opponents of Sadiq Khan who were 
intensively supporting Brexit. 
Regarding the sentiment of the other popular topics of the 1st quarter, it can 
be noticed that they also follow the pattern of the general campaign. In detail, 
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cultural diversity has an impressive 80% cumulative positive sentiment, cultural 
events 90% and business 77% respectively. The Twitter users who discussed the 
above topics were indirectly giving their vote of confidence to the mayor of London. 
The campaign’s warm and inviting message was perceived in a strongly positive way 
by twitter community at its 1st quarter of life. 
 
 
Chart 2: Sentiment analysis for each topic. Source: Author’s data analysis. 
 
The examination of the mean values for each tweeted topic (Chart 3) lead to 
the same consideration. Topics such as the general campaign, cultural diversity, 
cultural events, business, underground art, tourism and education scored a very high 
rank at approximately 4 (with slight differences up and down). Users that tweeted on 
these, tended to attach positive feelings and thoughts that led to their high rating. 
On the contrary, there were tweets about terrorism, crime and some local 
community issues that their average rank was negative. 
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 Chart 3: Mean values for each tweeted topic. Source: Author’s data analysis. 
 
Social media can help in collecting and disseminating localized, timely, and 
continuously updated information from multiple eye witnesses (Sigala, 2011). Thus, 
local community issues refer to problems such as technical malfunctions (e.g. traffic 
lights that are not working, slow internet connection at public services or areas), 
destroyed parts of roads and pavements, public demonstrations and riots, high 
pricing of goods and services and any other such issue. Consequently, the low 
average sentiment ranking for this topic seems to be natural. Terrorism and crime 
also received low average sentiment ratings (1.67 and 2 respectively), as their tweets 
were mainly describing the abhorrence of the public towards incidents like 
robberies, murders and violence. The successful resolution of such incidents (e.g. the 
early police intervention on a robbery) provided some few positive tweets on these 
topics, but they were not enough in order to cover the whole negative perceptions. 
Closing this section by examining the mean value of the total tweets from all 
the topics assigned to #LondonIsOpen, in can be remarked that the value of 3.76 is 
considered as a positive start for the whole campaign and underlines the importance 
of its existence. 
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5.3 Second quarter (October 2016 to January 2017) 
 
For the second quarter of the study, 253 unique tweets were collected and 
analyzed. More in detail, 62 tweets from October, 62 from November, 65 from 
December and 64 from January. 
 
 
Chart 4: Tweets per topic. Source: Author’s data analysis. 
 
The most popular topics associated with the hashtag #LondonIsOpen are - for 
the second consecutive time - the following: general campaign, cultural diversity, 
cultural events and business (see Chart 4). There is also one topic that has managed 
to receive great public attention for this time interval and that is transportation. 
Tourism was also associated with a significant amount of tweets, as the particular 
time period which includes Christmas and New Year’s celebrations and festivities 
always attracts a great number of visitors. 
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Chart 5: Sentiment analysis for each topic. Source: Author’s data analysis. 
 
The examination of each topic’s sentiment sheds more light on the case and 
leads to useful considerations (Chart 5). It is utterly clear that the general campaign, 
cultural diversity and cultural events continue to be associated with highly positive 
cumulative sentiment (80% for general campaign, 81% for cultural diversity and the 
impressive 96% for cultural events). For the particular time interval, it is important to 
notice that Christmas and New Year’s celebrations influenced in a strongly positive 
way the vast majority of Twitter users, so the above cumulative number can be 
easily explained. 
The first significant negative sentiment ranking for a popular topic in the 
study comes for transportation, which scored 81% of cumulative negative 
perceptions. The main complaints of the users regarding this topic were dealing with 
the intolerable traffic on London’s roads, the delay of the itineraries at the 
underground tube and the fully packed transportation buses which altogether led to 
a highly uncomfortable and inconvenient situation. 
On the other hand, tourism, as a popular associated topic with 
#LondonIsOpen, received an incredibly high positive cumulative sentiment ranking of 
95%. This is also explained by the influence of the Christmas festive period, which 
draws the attention, warm and positive feelings from every visitor as well as the 
citizens of the city. 
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Chart 6: Mean values for each tweeted topic. Source: Author’s data analysis. 
 
 A close look at the mean values for each tweeted topic (Chart 6) confirms the 
previous findings and observations as well as enhances our knowledge for the results 
of the 2nd quarter of the study. Apart from the expected high average ranking of the 
general campaign, cultural diversity, cultural events, business and tourism there is 
also a significant value of 4.63 for the underground art. The Transport for London’s 
art commissioning programme, Art on the Underground, with its series of artworks 
that appear all across the transport network had an impressively positive impact on 
the tube users. 
 On the contrary, there were also some expected negative average rankings 
for topics such as transportation, local community issues, crime and terrorism, which 
all tend to express the sorrow and anger of the citizens as well as the visitors of the 
city towards unpleasant affairs. 
 Finally, the mean value of the total tweets from all the topics assigned to 
hashtag #LondonIsOpen continues to be at almost the same level with the 1st 
quarter (3.61 at the 2nd quarter, 3.76 at the 1st), a fact that shows the stable 
presence and influence of the campaign in the everyday life of Londoners as well as 
any other stakeholders (visitors, potential visitors, media, foreign citizens who 
observe the post-Brexit situation and simple people that follow the news). 
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5.4 Third quarter (February 2017 to May 2017) 
 
 The data collection for the 3rd quarter of the study includes 250 unique 
tweets. In particular, 62 tweets from February, 64 from March, 62 from April and 62 
from May. 
 
 
Chart 7: Tweets per topic. Source: Author’s data analysis. 
 
 The constantly popular topics associated with the hashtag #LondonIsOpen 
continue to be the same (Chart 7). The general campaign, cultural diversity, cultural 
events, business, underground art, tourism and transportation received the most 
responses from Twitter’s online discussion. It is obvious that those specific topics are 
constantly at the center of attention for the online community, which appears to 
have a stable engagement with the particular issues. A remarkable fact for this 
quarter is the increased number of tweets for issues such as immigration and 
terrorism. After 22nd of March 2017, when a terrible terrorism attack occurred in the 
city with several deaths and injuries, an enduring dialogue began between users of 
Twitter’s online community about the presence of immigrants in the local society. 
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 Chart 8 provides more insight to the findings of the 3rd quarter. The general 
campaign, with the firmly high average cumulative sentiment ranking of 87%, 
cultural diversity with 90%, cultural events with the outstanding 100%, business with 
96% and tourism with 100% grant the ‘London Is Open’ campaign a thoroughly 
pleasant tone. The association of the campaign with positive feelings and 
perceptions was one of the primary objectives of the Mayor of London and the city’s 
DMO, London and Partners, and this appears to happen for a 3rd consecutive 
quarter. 
On the other hand, transportation, local community issues, crime and safety 
continue to stably aggregate strongly negative average sentiment rankings, a fact 
that shows that they have developed as complaint communication channels (83% 
cumulative negative sentiment for transportation, 100% for local community issues, 
100% for crime and 66% for safety). Nevertheless, the strongly negative sentiment of 
those topics do not affect the average positive ranking of the whole campaign use, 
as the number of their tweets is much less than those of the positive average ranking 
topics. Regarding the topics of immigration and terrorism, it is noticed that the 
majority of the online community supported the principles of cultural diversity in the 
city, as they expressed their opinion with 58% cumulative positive views on 
immigration and 90% on terrorism. The latter sounds strange, but it can be easily 
explained. It can be attributed to the fact that after such terrible events, like a 
terrorism incident, the public opinion tends to be aligned to express their sorrow to 
the victims and their families as well as to communicate the message that they 
remain united and strong against terrorists. Besides, as Heath (1998:26) notes, “crisis 
management is as much about dealing with human perceptions about the crisis as it 
is about physically resolving the crisis situation”. #LondonIsOpen provides the ideal 
communication channel in order to spread such statements and its increased use 
during those incidents underlines its momentousness. 
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Chart 8: Sentiment analysis for each topic. Source: Author’s data analysis. 
 
The previously referred issues are clearly depicted on Chart 9, where 10 out 
of 15 mean values of each topic score above 3.0 (positive ranking) and only the 
remaining 5 are ranked into the negative value range. Immigration scores 3.42 and 
terrorism 4.40, showing clearly the community’s preference to remain diverse and 
open. It is obvious that ‘London Is Open’ campaign has managed to strengthen and 
unify simple citizens towards common threats. Thus, the mean value of the total 
tweets from all the topics assigned to hashtag #LondonIsOpen ranks at 4.07, which is 
a quite high score for such a manifold campaign. 
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Chart 9: Mean values for each tweeted topic. Source: Author’s data analysis. 
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5.5 Fourth quarter (June 2017 to September 2017) 
 
The 4th and last quarter of the study includes 253 unique tweets. More 
specifically, 62 tweets from June, 65 from July, 62 from August and 64 from 
September. Their detailed distribution per topic is depicted on Chart 10. 
 
 
Chart 10: Tweets per topic. Source: Author’s data analysis. 
 
For one more time, the most popular topics associated with the use of the 
hashtag #LondonIsOpen are the general campaign, cultural diversity, cultural events, 
business and tourism. Significant differences can be noticed in the popularity of 
topics such as terrorism and crime, which can be fully explained. On 3rd June 2017, 
19th June 2017 and 15th September 2017 three different terrorism incidents occurred 
in the Greater London area that strongly affected the public opinion and triggered 
the discussion on such issues. 
A close observation to the sentiment analysis for each topic clarifies the 
fourth quarter’s findings (Chart 11). The permanently positively ranked topics 
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(general campaign with 83% of cumulative positive sentiment, cultural diversity with 
87%, cultural events with 95%, business with 88%, tourism with 100% and 
underground art with 100%) continue to be the best word of mouth for the city of 
London and work for the campaign’s long-term success. On opposite, topics such as 
local community issues (100% of cumulative negative sentiment), transportation 
(83% cumulative negative sentiment) and crime (92% cumulative negative 
sentiment) commonly communicate negative messages and express public opinion’s 
disappointment about several everyday problems. The notable difference on the 
findings of the 4th quarter in comparison to the previous ones is the almost balanced 
sentiment on immigration and terrorism topics. Immigration scored 55% cumulative 
positive sentiment and 44% cumulative negative and terrorism 51% cumulative 
positive and 44% cumulative negative. The several terrorism attacks that occurred 
during this time interval had an impact on public opinion. The previously aligned 
perception that London’s citizens should remain by each other’s side and confront 
the common threat unified tends to be split for this particular time period. 
 
 
Chart 11: Sentiment analysis for each topic. Source: Author’s data analysis. 
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Chart 12: Mean values for each tweeted topic. Source: Author’s data analysis. 
 
 These observations are clearly depicted and confirmed on the mean 
(average) values for each topic (Chart 12). General campaign, cultural diversity, 
cultural events, business, tourism and underground art continue to provide high 
average rankings to ‘London Is Open’ hashtag use. Transportation, crime, local 
community issues, immigration and terrorism tend to decrease the overall ranking. 
Despite this fact, the total average result for the campaign use remains at clearly 
positive levels (3.87 mean value). 
 
5.6 Overall findings (June 2016 to September 2017) 
 
 In this chapter, all the previously analyzed data will be presented and 
discussed as an aggregated total. Beginning with the total number of tweets (Chart 
13), those referring to the general campaign were, by far, the most commonly found 
and discussed in Twitter’s online community (297 unique tweets, or 30% of the total 
sample). Cultural diversity, cultural events, business, tourism, transportation, 
immigration, underground art and terrorism follow up, with their total aggregated 
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number of tweets along with the general campaign reaching the number of 898 or 
89% (approximately) of the total sample (see Chart 14). 
 
Chart 13: Tweets per topic. Source: Author’s data analysis. 
 
 The rest of the topics, education, safety, crime, environmental issues, local 
community issues and nightlife, altogether form only the 11% of the sample. It is 
undoubtable that the whole campaign is a manifold one, dealing with several topics 
of interest and communicating a notable amount of messages to the public. Those 
fifteen topics of the chosen sample describe the total use of #LondonIsOpen hashtag 
at its foremost and categorize sufficiently the various issues arisen during the whole 
study period. Furthermore, in relation to the theory which highlights the particular 
importance of affect as a destination image component that has a great impact on 
individual behavior (Agapito, Oom do Valle, and da Costa Mendes 2013; Kim and 
Yoon 2003; Russell and Snodgrass 1987), the sentiment attached to the tweets of 
each topic represents the affective characteristics of the sample properly. 
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Chart 14: Total percentage of tweets per topic. Source: Author’s data analysis. 
 
 
Chart 15: Aggregated sentiment analysis for each topic. Source: Author’s data analysis. 
 
 A careful examination of Chart 15, which depicts the total sentiment analysis 
for the tweets of each topic, can provide useful insight in the study. Beginning with 
the general campaign, it is proved that public perception was firmly positive towards 
it throughout the duration of the research. 79% of cumulative positive sentiment 
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(‘positive’ and ‘strongly positive’ values aggregated) means that Twitter users highly 
accepted and welcomed the use of #LondonIsOpen hashtag to their everyday life, 
notably expressing their positive and - in many cases - cheerful thoughts, reactions 
and feelings about the campaign. Besides, one of the fundamental objectives at its 
beginning was the familiarization and emotional attachment to the public, a wager 
surely won by the Mayor of London, Sadiq Khan and the city’s DMO, London & 
Partners. In this direction, the marketing efforts of London & Partners to project as 
many cultural events in the city as possible, in order to achieve the acceptance of 
cultural diversity among London’s citizens as well as among any other potential 
international group of visitors, seem to flourish. The tweets referring to cultural 
events around the city scored a percentage of 96% cumulative positive sentiment 
and, as a result, tweets referring to cultural diversity could not fall short either, 
scoring 85% cumulative positive sentiment. Underground art, with its colorful 
banners and meaningful quotes at the tube, also helped to raise the positive public 
perception about the campaign, by scoring 93% cumulative positive sentiment. 
 Another fundamental objective of the campaign was to continue attracting 
business from all around the world to the city, helping to the direction of 
communicating the message to any potential businessman and investor that London 
remains open for their purposes. This target was also successfully fulfilled, as the 
tweets referring to business scored 83% of cumulative positive sentiment, meaning 
that users who discussed business issues in relation to London developed an 
affirmative attitude to it. 
 Tourism, which also was among the basic objectives of the campaign, was 
one more wager won by the Mayor of London. Apart from managing to slightly rise 
international arrivals in 2016 (projected figures for 2017 also anticipate a slight 
increase to international arrivals), the sentiment index of the study measured 97% of 
cumulative positive sentiment for this topic. 
 Terrorism and immigration, two topics that usually interacted in the tweets 
of this study, display a more balanced sentiment result. In particular, immigration 
shows 57% of cumulative positive sentiment and 34% of negative, the same time 
when terrorism scores 48% of cumulative positive sentiment and 45% of negative. It 
is undoubtable that the multiple terrorism attacks in London, especially during the 
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fourth quarter of this study, influenced a large part of the public opinion negatively. 
Nevertheless, the 57% cumulative positive sentiment of immigration is fully aligned 
with the cultural diverse nature of the city, as presented before. 
 All the previously discussed issues are ultimately represented and depicted in 
the Mean Values Chart (Chart 16). Here, it is confirmed that topics such as, the 
general campaign, cultural diversity, cultural events, business, underground art and 
tourism score a highly positive average sentiment ranking, whereas, immigration and 
terrorism score moderate averages and transportation, safety, crime and local 
community issues rank negative ones. The total average sentiment ranking for all the 
topics is 3.83, which, taking everything discussed before into account, is a great 
score for such a manifold and diverse campaign. 
 
 
Chart 16: Mean values for each tweeted topic for the overall study period. Source: Author’s data 
analysis. 
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6. Conclusions and Recommendations 
 
 The research done on Twitter for the purposes of this dissertation discovered 
the various topics associated with the hashtag #LondonIsOpen, measured the 
sentiment and its average value for each of the topics throughout the whole time 
period of the study and followed the evolution of the hashtag’s use. Despite the 
difficulties encountered, mainly at the selection and filtering process of the tweets 
(accurate, unique and not spamming tweets), the data analysis provided clear, 
structured and approachable to interpretation results. Therefore, the deduced 
conclusions provide a precise and concrete picture of the campaign’s online 
perception and usage and can become a useful tool for London’s marketing, tourism 
and political authorities. 
 First and foremost, the careful study of the evolution of the sentiment 
attached exclusively to the general campaign indicates that Twitter’s online 
community was strongly inspired by the message from the mayor of the city, Sadiq 
Khan, that London remains entrepreneurial, international and full of creativity and 
possibility. The imperceptible fluctuation of its mean (average) value from quarter to 
quarter (3.91 at the 1st, 4.06 at the 2nd, 4.15 at the 3rd and 4.02 at the 4th) as well as 
its overall value (4.02) clearly dictates that users perceived and used the campaign 
not only in order to align their voices with that of the Mayor, but also to enhance the 
extroverted character of the city. Moreover, this sentiment score reflects the 
popular vote of Londoners, as this was recorded at the EU membership referendum 
held on 23 June 2016. The majority of those who associated the hashtag 
#LondonIsOpen with the general campaign, desired to express their favorable 
opinion of keeping the city open to the rest of Europe and the world. 
 The second key outcome of the research refers to the interdependent topics 
of cultural events and cultural diversity. It has been found that the several cultural 
happenings, festivities and celebrations all the year round attach highly positive 
sentiment (96% cumulative) not only to the participants and spectators but also to 
the local community as well as visitors of the city and the international public 
opinion that is informed through traditional (television, radio) and modern 
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(websites, social media) communication channels. The persistent effort of London & 
Partners to project as many cultural events in the city as possible, in order to achieve 
the public acceptance of cultural diversity, flourished, as the overall average value 
4.49 dictates for the particular topic. As a result, the sentiment attached to the topic 
“cultural diversity” could not fall short either, scoring 85% cumulative positive 
sentiment. By this way, the public opinion was fertilized with the notion of diversity 
and adapts much easier to the international character of London, aiding the city’s 
image to preserve its own prestige. 
In addition, one more highly successful marketing action from the city’s 
officials was the induction of underground art to the everyday life of Londoners. A 
great amount of pictures and quotes from the Tube are being uploaded to Twitter 
every single day, helping the “London Is Open” message to become recognized by 
almost everyone. Hence, the core objectives of the campaign are being smartly 
served through an extra way. 
One of the most critical of those objectives, tourism, is also remarkably 
assisted by the online presence of the campaign. The highest recorded overall mean 
value of sentiment in this research, 4.53, is attributed to this topic. As it was stated 
in this study before, the number of international tourist arrivals in the city for 2016 
was stabilized as well as their annual total spend in the Greater London area, a trend 
that is projected to be kept at the same levels or even record a small increase for 
2017. The issue that was remaining unknown until this study was the kind of 
sentiment attached to this topic, coming either from the citizens of London or the 
visitors. The current research showed that both residents of the city and 
international public opinion are sharing a highly favorable opinion for the destination 
image, as the sum of beliefs and impressions people hold about the city aggregates 
97% positive sentiment, a really outstanding statistic. 
Business, another core objective of the campaign, communicated from the 
mayor of London even at the launch of it, has also gained substantial sentimental 
benefits. Its overall mean value of 4.11 demonstrates the public’s engagement to the 
conception of new investments and opportunities for the city, helping the various 
stakeholders to take a step forward to such issues. It is highly recommended to the 
50 
 
city’s authorities to assist such collaborations between the interested parts for the 
purpose of achieving the further economic growth of London. 
Terrorism and immigration were two matters in the research that also 
presented an interdependent relationship. Their overall average sentiment values, 
3.09 and 3.30 respectively, indicate that public opinion was almost balanced in terms 
of affect towards them. On the one hand, the several terrorism attacks that occurred 
in London influenced negatively a large part of the citizens and as a result, the same 
people made negative references regarding the immigration issue. It is also 
important to report, that, after each of the terrible attacks occurred, the trend for 
the “terrorism” topic was the vast majority expressing sympathy and positive 
feelings to the victims and trying to display the united and open character of the 
local community, thus, lifting the average sentiment of the topic to more positive 
values. On the opposite, during the various festivities, events and happenings around 
the city, when the notion of cultural diversity thrives, the issue of immigration was 
receiving highly positive references, in total contrast to what was happening right 
after terrorism attacks. Therefore, it is crucial for the authorities to understand that 
by diminishing such terrible events as well as by organizing various cultural events, 
the perception of the destination image improves. 
The same action can also be applicable in local community issues, safety 
problems, crime incidents and transportation issues. Those four topics were the 
most problematic ones in the research, scored the lowest overall average sentiment 
values (1.94, 2.79, 1.55 and 2.28 respectively) and have evolved as complaint 
communication channels. The successful confrontation of crime and public 
community issues, the application of effective safety measures in the everyday life of 
citizens and the rational operation of public means of transport can restrain these 
problems and release the #LondonIsOpen hashtag from much of negativity. 
All things considered, it can be alleged that “London Is Open” campaign, 
through the presence of #LondonIsOpen hashtag in the modern social media 
platforms and especially Twitter, which was used as data source for this study, has 
been highly successful, popular, and manifold. The vast majority of the topics 
associated with it attach positive feelings, favorable opinions and culturally diverse 
thoughts which reinforce the destination image of London in the worldwide tourism 
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market. If some defective issues in the everyday life of the city’s residents are 
confronted successfully, the overall online use of the campaign will definitely 
become an invaluable asset for London’s destination image. Provided this, the 
perpetual continuation of the campaign is deemed as necessary. 
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Appendix 
 
 
Appendix Table 1: Total statistics for Quarter 1. Source: Author’s data analysis. 
 
 
Appendix Table 2: Total statistics for Quarter 2. Source: Author’s data analysis. 
 
 
Appendix Table 3: Total statistics for Quarter 3. Source: Author’s data analysis. 
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Appendix Table 4: Total statistics for Quarter 4. Source: Author’s data analysis. 
 
 
Appendix Table 5: Total statistics for the whole time period of the research. Source: Author’s data 
analysis. 
